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A Model of Advertising Competition, GARY M. ERICKSON, Au- 
gust, 297. 
See “Competition in Marketing” 


Analytical Models of Competition with Implications for Marketing: 
Issues, Findings, and Outlook, JEHOSHUA ELIASHBERG and 
RABIKAR CHATTERJEE, August, 237. 

See “Competition in Marketing” 

Does Attitude Toward the Ad Affect Brand Attitude Under a Brand 
Evaluation Set?, MERYL PAULA GARDNER, May, 192. 

The results of an experiment examining the use of attitude toward 
the ad and brand-related beliefs in brand attitude formation under 
two different processing “sets”—brand evaluation and nonbrand 
evaluation—are reported. Findings suggest that attitude toward the 
advertisement affects attitude toward the advertised brand as much 
under a brand evaluation set as under a nonbrand evaluation set. 


The Effect of Advertising on Consumer Price Sensitivity, LAKSH- 
MAN KRISHNAMURTHI and S. P. RAJ, May, 119. 


The authors investigate how increased advertising affects con- 
sumer price sensitivity. First, a conceptual framework integrating 
the rcle of advertising content is presented. Next, a methodology 
for studying the impact of advertising on consumer price sensitivity 
to brand purchase quantity and consumption is developed. Analyses 
of diary panel data for an established, frequently purchased brand 
from an ADTEL advertising field experiment clearly demonstrate 
that increased advertising lowers price sensitivity. Further, this ef- 
fect is strong in the high price sensitivity segment for purchase 
quantity and consumption. In the low price sensitivity segment the 
effect is marginal. Additional support for these results was obtained 
by choosing different cutoff points for high sensitivity segmenta- 
tion. 


The Lead Effect of Marketing Decisions, PETER DOYLE and JOHN 
SAUNDERS, February, 54. 

The extensive literature on the dynamic effects of marketing in- 
struments has concentrated solely on lagged effects. However, lead 
effects, caused by the anticipations of consumers and other eco- 
nomic agents, are also important. The authors show how ignoring 
these effects results in an overestimate of the elasticity and prof- 
itability of common methods of sales promotion. They propose a 
more general approach to the specification and estimation of dy- 
namic response functions. 


ATTITUDE THEORY RESEARCH 


Assessing the Impact of Country of Origin on Product Evaluations: 
A New Methodological Perspective, JOHNNY K. JOHANSSON, 
SUSAN P. DOUGLAS, and IKUJIRO NONAKA, November, 388. 

See “International Marketing” 
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Evaluation Set?, MERYL PAULA GARDNER, May, 192. 
See “Advertising and Media Research” 


Uniqueness Issues in the Decompositional Modeling of Multiattribute 
Overall Evaluations: An Information Integration Perspective, JOHN 
G. LYNCH, JR., February, 1. 

See “Scaling Methods” 


BRAND CHOICE 


A Model of Marketing Mix, Brand Switching, and Competition, 
GREGORY S. CARPENTER and DONALD R. LEHMANN, Au- 
gust, 318. 

See “Competition in Marketing” 

Analysis of Purchase Intent Scales Weighted by Probability of Actual 

Purchase, GARY M. MULLET and MARVIN J. KARSON, Feb- 


tuary, 93. 
See “New Product Research” 


Do Higher Prices Signal Higher Quality?, EITAN GERSTNER, May, 
209. 
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The author reports some empirical results on the strength of the 
quality-price relation. For many products, the relation between quality 
and price appears to be very weak; hence, for many products, higher 
prices appear to be poor signals of higher quality. 


Does Attitude Toward the Ad Affect Brand Attitude Under a Brand 
Evaluation Set?, MERYL PAULA GARDNER, May, 192. 
See “Advertising and Media Research” 


Effects of Context and Part-Category Cues on Recall of Competing 
Brands, JOSEPH W. ALBA and AMITAVA CHATTOPA- 
DHYAY, August, 340. 

See “Competition in Marketing” 

Empirically Testing a Disaggregate Choice Model for Segments, 

DENNIS H. GENSCH, November, 462. 
See “Segmentation Research” 


Structural Information Factors Which Stimulate the Use of Nutrition 
Information: A Field Experiment, THOMAS E. MULLER, May, 
143. 

See “Buyer Behavior” 


Testing the Exact Order of an Individual’s Choice Process in an In- 
formation-Theoretic Framework, WILFRIED R. VANHON- 
ACKER, November, 377. 

See “Regression and Other Statistical Techniques” 


Using a Variety-Seeking Model to Identify Substitute and Comple- 
mentary Relationships Among Competing Products, JAMES M. 
LATTIN and LEIGH McALISTER, August, 330. 

See “Competition in Marketing” 


BUYER BEHAVIOR 


Anzlysis of Purchase Intent Scales Weighted by Probability of Actual 
Purchase, GARY M. MULLET and MARVIN J. KARSON, Feb- 
tuary, 93. 

See “New Product Research” 


Assessing the Impact of Country of Origin on Product Evaluations: 
A New Methodological Perspective, JOHNY K. JOHANSSON, 
SUSAN P. DOUGLAS, and IKUJIRO NONAKA, November, 388. 

See “International Marketing” 


Communication Style in the Salesperson-Customer Dyad, KAYLENE 
C. WILLIAMS and ROSANN L. SPIRO, November, 434. 
See “Salesforce Research” 


Effects of Context and Part-Category Cues on Recall of Competing 
Brands, JOSEPH W. ALBA and AMITAVA CHATTOPA- 
DHYAY, August, 340. 

See “Competition in Marketing” 


Empirically Testing a Disaggregate Choice Model for Segments, 
DENNIS H. GENSCH, November, 462. 
See “Segmentation Research” 


Forecasting the Impact of Socioeconomic and Demographic Change 
on Product Demand, JOHN M. McCANN and DAVID J. REIB- 
STEIN, November, 415. 

See “Forecasting” 


Measuring Consumer Involvement Profiles, GILLES LAURENT and 
JEAN-NOEL KAPFERER, February, 41. 

There is more than one kind of consumer involvement. Depend- 
ing on the antecedents of involvement (e.g., the product’s pleasure 
value, the product’s sign or symbolic value, risk importance, and 
probability of purchase error), consequences on consumer behavior 


differ. The authors therefore recommend measuring an involvement 
profile, rather than a single involvement level. These conclusions 
are based on an empirical analysis of 14 product categories. 


Structural Information Factors Which Stimulate the Use of Nutrition 
Information: A Field Experiment, THOMAS E. MULLER, May, 
143. 

Four structural information factors were tested in an in-store ex- 
periment. Nutrition information was presented on point-of-purchase 
signs and changes in brand sales were monitored. The sales data 
reveal that changes in purchase behavior are a function of two struc- 
tural properties of the information, its presentation format and the 
extent of variation in brand ratings on a sign. 


The Effect of Advertising on Consumer Price Sensitivity, LAKSH- 
MAN KRISHNAMURTHi and S. P. RAJ, May, 119. 
See “Advertising and Media Research” 


The Lead Effect of Marketing Decisions, PETER DOYLE and JOHN 
SAUNDERS, February, 54. 
See “Advertising and Media Research” 


Using a Variety-Seeking Model to Identify Substitute and Comple- 
mentary Relationships Among Competing Products, JAMES M. 
LATTIN and LEIGH McALISTER, August, 330. 

See “Competition in Marketing” 


CHANNELS OF DISTRIBUTION 


A Sociopsychological Explanation for Why Marketing Channel Mem- 
bers Relinquish Control, PUNAM ANAND and LOUIS W. STERN, 
November, 365. 

The authors examine the conditions that encourage channel mem- 
bers to relinquish control willingly and purposefully to others. They 
use an attribution theory perspective to predict when channel mem- 
bers, particularly franchisees, will relinquish control in spite of hav- 
ing legal latitutde to retain it. 

Environmental Relationships of the Internal Political Economy of 
Marketing Channels, F. ROBERT DWYER and M. ANN WELSH, 
November, 397. 

The political economy framework illuminates interplay between 
the internal and external sociopolitical and economic forces of mar- 
keting channels. Framing the collection and analysis of data from 
retailer informants on channel environments, configuration, and de- 
cision structure, a theoretical model is developed for explaining in- 
terorganizational responses to uncertainty and dependence con- 
straints of the channel environment. Heterogeneity is hypothesized 
to precipitate complex and fluid channel structures as a means of 
coping with uncertainty. In contrast, high levels of variability in the 
output environment are expected to foster vertical integration and 
bureaucratization as a means of reducing dependence. Support for 
both hypotheses is reported and implications for future research are 
discussed. 

The Differential Effects of Exercised and Unexercised Power Sources 
in a Marketing Channel, JOHN F. GASKI and JOHN R. NEVIN, 
May, 130. 

Though considerable research has been reported on the effects of 
coercive and noncoercive power sources in marketing channels, the 
particular effects of power sources that have been exercised, as op- 
posed to those that remain unexercised, have not been identified. 
The authors summarize the findings of a research project examining 
these differential effects on selected variables of interest to channel 
managers, including power, conflict, dealer satisfaction, and chan- 
nel performance. 


COMPETITION IN MARKETING 


A Model of Advertising Competition, GARY M. ERICKSON, Au- 
gust, 297. 

Using a dynamic mo¢el of advertising rivalry between compet- 
itors in a duopoly, the author obtains analytical results for the case 
of pure market share rivalry in a mature market. A more general 
model, allowing for market expansion as well as market share ri- 
valry, is analyzed numerically. An empirical illustration indicates 
that the advertising behavior of the two leading national brewers, 
Anheuser-Busch and Miller, is consistent with theoretical conclu- 
sions that competitors dynamically increase advertising expendi- 
tures to take advantage of a growing market for both. 


A Model of Marketing Mix, Brand Switching, and Competition, 
GREGORY S. CARPENTER and DONALD R. LEHMANN, Au- 
gust, 318. 

The authors develop a model of brand switching which incor- 
porates marketing mix variables, product features, and their inter- 
actions to examine patterns of brand competition. Two forms of the 
model are presented and least squares estimation procedures sug- 
gested. Implications of the models’ parameters for analyzing the 
structure of markets and patterns of brand competition are dis- 
cussed. The models are illustrated with an application using scanner 
panel data. 


Analytical Models of Competition with Implications for Marketing: 
Issues, Findings, and Outlook, JEHOSHUA ELIASHBERG and 
RABIKAR CHATTERJEE, August, 237. 

The authors review a representative cross-section of analytical 
models of competition using a framework for competitive analysis 
developed from a marketing perspective. Models are classified by 
the substantive issues they address and by the underlying modeling 
strategy. The implications of the various models are presented and 
discussed, and a set of empirically testable propositions is given. 
Some substantive areas that have been neglected by analytical mod- 
elers are identified. Other issues that warrant research attention by 
marketing behavioral scientists and econometricians are suggested 
as opportunities for future research. 


Competition, Strategy, and Price Dynamics: A Theoretical and Em- 
pirical Investigation, RAM C. RAO and FRANK M. BASS, Au- 
gust, 283. 

The authors explore how competition affects dynamic pricing of 
new products. Dynamics of diffusion, saturation, and cost reduction 
due to experience are all considered, with emphasis on the last. The 
competition among firms is modeled as a dynamic Nash equilibrium 
in which each firm chooses its optimal dynamic strategy, correctly 
anticipating its rivals’ strategies. The dynamics of price and market 
share are characterized for an n-firm oligopoly. Empirical exami- 
nation of price paths across eight products in the semiconductor 
components industry shows them to be consistent with analytical 
results. 


Effects of Context and Part-Category Cues on Recall of Competing 
Brands, JOSEPH W. ALBA and AMITAVA CHATTOPA- 
DHYAY, August, 340. 

In three experiments, the effects of presenting a subset of com- 
peting brands on the recall of the remaining brands was studied. 
The first two experiments showed that using a subset of the brands 
as cues may either enhance or inhibit recall of the remaining brands, 
depending on the knowledge level of the consumer. The third ex- 
periment showed that presentation of even two brands can inhibit 
recall of entire categories of competing brands. An explanation of 
the results and a discussion of their implications are presented. 
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Introduction to Special Issue on Competition in Marketing, BARTON 
A. WEITZ, August, 229. 


Sources of Market Pioneer Advantages in Consumer Goods Indus- 
tries, WILLIAM T. ROBINSON and CLAES FORNELL, August, 
305. 

In a broad cross section of consumer goods businesses, market 
pioneers generally have substantially higher market shares than late 
entrants. In fact, the empirical association between order of entry 
and market share is almost as strong as the association between 
market share and return on investment. The authors examine the- 
oretical sources behind this relationship. The empirical results sug- 
gest that the higher pioneer shares are derived from firm-based su- 
periority as well as from consumer information advantages. Nine 
hypotheses are developed and tested empirically. The results also 
indicate that order of market entry is a major determinant of market 
share. 


Using a Variety-Seeking Model to Identity Substitute and Comple- 
mentary Relationships Among Competing Products, JAMES M. 
LATTIN and LEIGH McALISTER, August, 330. 

Current techniques using brand-switching data to infer compet- 
itive relationships among products are based on the assumption that 
those brands most frequently switched between are the closest sub- 
stitutes. For product classes in which variety seeking is an impor- 
tant determinant of consumer behavicr, this assumption is probably 
violated. A technique is proposed which accounts for the fact that 
consumers may switch between brands not because the brands are 
substitutes, but because the brands complement one another to meet 
the consumers’ desire for variety. The approach utilizes constrained 
nonlinear optimization to determine model coefficients that describe 
substitution and complementarity among brands. The proposed 
technique is illustrated with individual consumption histories for a 
frequently purchased packaged good and is shown to extend the 
range of insights provided by current brand-switching techniques. 


Using Game Theory to Mode? Competition, K. SRIDHAR MOOR- 
THY, August, 262. 
The article is an exposition of the basic concepts of noncoop- 
erative game theory, and their application to advertising, product, 
and price competition. 


COMPUTER ABSTRACTS 


CHOISIM: A First-Choice Simulator for Conjoint Scaled Data, DAVID 
R. LAMBERT, KAMLESH MATHUR, and N. MOHAN REDDY, 
May, 219. 


CONJOINT: Conjoint Statistical Analysis, SCOTT M. SMITH, May, 
221. 


EXORB: A Program System to Examine the Order of Individual Brand 
Choice Processes, ALFRED TAUDES and UDO WAGNER, May, 
218. 


4MODE! and 4MODE2: FORTRAN IV Programs to Estimate the 
Four-Mode Component Model, ERICH JOACHIMSTHALER and 
JOHN LASTOVICKA, May, 222. 


MAP3D: A Program to Find and Rank Distances from Origin of Per- 
pendiculars from Points to Vectors in 2- and 3-Dimensional Point- 
Vector Perceptual Maps, DIANA E. DAWLEY and GARY M. 
MULLET, May, 218. 


MULTIVREG: An SAS Program to Test the Multivariate General 
Linear Hypothesis, LINDA WEISER FRIEDMAN and HERSHEY 
H. FRIEDMAN, May, 217. 
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RELCON: A Program for the Estimation of Internal Consistency of 
Composites with Congeneric Measurement Properties, ERICH A. 
JOACHIMSTHALER, LANE CURTIS, and RONALD E. MI- 
CHAELS, May, 216. 


EXPERIMENT DESIGN 


A Test of Reducing Callbacks and Not-At-Home Bias in Personal In- 
terviews by Weighting At-Home Respondents, JAMES C. WARD, 
BERTRAM RUSSICK, and WILLIAM RUDELIUS, February, 66. 

See “Interviewing Methods” 


An Assessment of the Mall Intercept as a Data Collection Method, 
ALAN J. BUSH and JOSEPH F. HAIR, JR., May, 158. 
See “Sampling and Survey Methods” 


Case Research in Marketing: Opportunities, Problems, and a Process, 
THOMAS V. BONOMA, May, 199. 

The author discusses methods used in other sccial sciences and 
in marketing in terms of two key criteria defining “good research.” 
It is argued that the simultaneous research desiderata of data integ- 
rity and high currency or generalizability often place conflicting 
operational demands on reseachers. Thus, tradeoffs must be made 
in employing any method to investigate a research problem. As a 
consequence of these inevitable tradeoffs, a broader rather than nar- 
rower method set becomes appropriate for marketing investigations. 
Case research is explored as one useful alternative research method 
for marketers. The nature of case research in contrast to case teach- 
ing or prescientific case culling is discussed, the appropriateness of 
case-based versus more conventional deductive methods is consid- 
ered by researcher objective and type of problem investigated, and 
a four-stage case research process is described. General guidelines 
and caveats for the conduct of marketing case research are given. 
The author concludes that case research may be viewed as a met- 
aphor for the general utility of the varied inductive research meth- 
ods in expanding our perspectives on marketing research problems. 


Efficient Screening Methods for the Sampling of Geographically 
Clustered Special Populations, SEYMOUR SUDMAN, February, 
20. 

See “Sampling and Survey Methods” 


Improving Measure Quality by Alternating Least Squares Optimal 
Scaling, NICHOLAS M. DIDOW, JR., KEVIN LANE KELLER, 
HIRAM C. BARKSDALE, JR., and GEORGE R. FRANKE, Feb- 
ruary, 30. 

See “Scaling Methods” 


Iterative Partitioning Methods: The Use of Mapping Theory as a Clus- 
tering Technique, TERENCE A. OLIVA and R. ERIC REIDEN- 
BACH, February, 81. 

See “Regression and Other Statistical Techniques” 


Structural Information Factors Which Stimulate the Use of Nutrition 
Information: A Field Experiment, THOMAS E. MULLER, May, 
143. 

See “Buyer Behavior” 


FORECASTING 


Design Features of Forecasting Systems Involving Management Judg- 
ments, MARK M. MORIARTY, November, 353. 

A set of forecasting system design features is proposed to detect, 
measure, and reduce bias in forecasts and to determine the need for 
retention of forecasting methods used by an organization. The sys- 
tem is flexible enough to be incorporated into a variety of fore- 
casting environments as part of a marketing control system. Use is 
made of several statistics that measure forms of forecasting bias 


including iack of time-series pattern recognition and over-optimism 
(over-pessimism). The system also uses a criterion for retention of 
a forecasting method that is based on composite forecasting model 
procedures. An empirical application illustrates the advantages of 
the proposed design features in correcting management judgment 
forecast methods which are prone to bias and in assessing the need 
for retention of forecasting methods. 


Forecasting the Impact of Socioeconomic and Demographic Change 
on Product Demand, JOHN M. McCANN and DAVID J. REIB- 
STEIN, November, 415. 

The U.S. population is expected to undergo significant shifts in 
its demographic and socioeconomic makeup. The authors present a 
series of methods for estimating the impact of these shifts on prod- 
uct demand. In addition, two new methods for pooling time-series 
aggregate cross-sectional data with aggregate time-series data and 
the second method involves a differential scheme for pooling cross 
sections for each variable in the model. 


Improving the Predictive Power of Conjoint Analysis: The Use of Factor 
Analysis and Cluster Analysis, MICHAEL R. HAGERTY, May, 
168 


A method is derived to improve the predictive accuracy of con- 
often-used model of cluster analysis is shown to be inadequate be- 
cause real respondents do not form densely packed clusters in pref- 
erence space. The author then derives the best method of weighting 
respondents in the sense of maximizing predictive accuracy in con- 
joint analysis. This method turns out to be a form of Q-type factor 
analysis. This “optimal weighting” method is shown to perform 
better than cluster analysis and individual-level analysis in Monté 
Carlo examples and in real data. Optimal weighting is contrasted 
with other methods for improving conjoint analysis, and recom- 
mendations on their use are made. 


INDUSTRIAL MARKETING 
The Differential Effects of Exercised and Unexercised Power Sources 
in a Marketing Channel, JOHN F. GASKI and JOHN R. NEVIN, 
May, 130. 
See “Channels of Distribution” 


INFORMATION PROCESSING 


Does Attitude Toward the Ad Affect Brand Attitude Under a Brand 
Evaluation Set?, MERYL PAULA GARDNER, May, 192. 
See “Advertising and Media Research” 


Effects of Context and Part-Category Cues on Recall of Competing 
Brands, JOSEPH W. ALBA and AMITAVA CHATTOPA- 
DHYAY, August, 340. 

See “Competition in Marketing” 

Structural Information Factors Which Stimulate the Use of Nutrition 
Information: A Field Experiment, THOMAS E. MULLER, May, 
143. 

See “Buyer Behavior” 


Testing the Exact Order of an Individual’s Choice Process in an In- 
formation-Theoretic Framework, WILFRIED R. VANHON- 
ACKER, November, 377. 

See “Regression and Other Statistical Techniques” 

Uniqueness Issues in the Decompositional Modeling of Multiattribute 
Overall Evaluations: An Information Integration Perspective, JOHN 
G. LYNCH, JR., February, 1. 

See “Scaling Methods” 
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Utilizing Effort and Task Difficulty Information in Evaluating Sales- 
people, JOHN C. MOWEN, JANET E. KEITH, STEPHEN W. 
BROWN, and DONALD W. JACKSON, JR., May, 185. 

See “Salesforce Research” 


INTERNATIONAL MARKETING 


Assessing the Impact of Country of Origin on Product Evaluations: 
A New Methodological Perspective, JOHNY K. JOHANSSON, 
SUSAN P. DOUGLAS, and IKUJIRO NONAKA, November, 388. 

A new methodological approach for examining the impact of 
country of origin on product evaluations is proposed. It takes the 
form of a multiattribute attitudinal model analyzed by means of a 
system of simultaneous equations. This approach makes possible 
examination of the impact of other attributes as well as country of 
origin on evaluations, and takes into consideration the effect of fa- 
miiiarity and knowledge about the product class. Differences be- 
tween respondents of two different national origins are also inves- 
tigated because previous research indicates differences in country 
stereotyping by nationality. 


INTERVIEWING METHODS 


A Test of Reducing Callbacks and Not-At-Home Bias in Personal In- 
terviews by Weighting At-Home Respondents, JAMES C. WARD, 
BERTRAM RUSSICK, and WILLIAM RUDELIUS, February, 66. 

Many commercial survey research organizations weight answers 
from at-home respondents to reduce callbacks and compensate for 
not-at-home bias. After identifying conditions necessary for a 
weighting technique to work, the authors compare weighted and 
unweighted results from a single call on two criteria: unweighted 
results from three calls and 1980 census data. Though weighting 
gives more accurate results than not weighting the one-call re- 
sponses in eight comparisons, it distorts the data in four compari- 
sons. Any benefits are offset by the increased variance of the es- 
timates due to weighting. Overall, the results raise questions about 
the effectiveness of the technique for commercial research. 


An Assessment of the Mall Intercept as a Data Collection Method, 
ALAN J. BUSH and JOSEPH F. HAIR, JR., May, 158. 
See “Sampling and Survey Methods” 


The Threats to Marketing Research: An Empirical Reappraisal, STE- 
PHEN W. McDANIEL, PERRY VERILLE, and CHARLES S. 
MADDEN, February, 74. 

See “Research Ethics” 


MANAGEMENT OF MARKET RESEARCH 


Case Research in Marketing: Opportunities, Problems, and a Process, 
THOMAS V. BONOMA, May, 199. 
See “Experiment Design” 


The Threats to Marketing Research: An Empirical Reappraisal, STE- 
PHEN W. McDANIEL, PERRY VERILLE, and CHARLES S. 
MADDEN, February, 74. 

See “Research Ethics” 


MEASUREMENT 


A Measurement Model to Assess Measure-Specific Factors in Mul- 
tiple-Informant Research, JAMES C. ANDERSON, February, 86. 
In research employing multiple informants to assess the construct 
validity of properties of marketing organizations, both convergent 
and discriminant validity of the constructs may be overstated if 
measure-specific factors are not taken into account. The author pre- 
sents a second-order confirmatory measurement model which ex- 
plicitly models the organizational constructs of interest and mea- 
sure-specific factors, as well as informant bias factors and random 
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measurement errors. A comparative illustration is given and some 
implications for research on marketing organizations are discussed. 


Improving Measure Quality by Alternating Least Squares Optimal 
Scaling, NICHOLAS M. DIDOW, JR., KEVIN LANE KELLER, 
HIRAM C. BARKSDALE, JR., and GEORGE R. FRANKE, Feb- 
tuary, 30. 

See “Scaling Methods” 


Market Share Specification, Estimation, and Validation: Toward Rec- 
onciling Seemingly Divergent Views, PHILIPPE A. NAERT and 
MARCEL WEVERBERGH, November, 453. 

In the May 1984 issue of JMR three articles describe replications 
and extensions of work reported by Naert and Weverbergh in the 
May 1981 issue of JMR. They address various problems of market 
share specification, estimation, and especially validation. A rough 
comparison of the research findings seems to indicate that no gen- 
eral conclusions can be drawn. However, several of the differences 
in findings can be explained. Providing these explanations is the 
main purpose of this article. 


Measuring Consumer Involvement Profiles, GILLES LAURENT and 
JEAN-NOEL KAPFERER, February, 41. 
See “Buyer Behavior” 


The Lead Effect of Marketing Decisions, PETER DOYLE and JOHN 
SAUNDERS, February, 54. 
See “Advertising and Media Research” 


Uniqueness Issues in the Decompositional Modeling of Multiattribute 
Overall Evaluations: An Information Integration Perspective, JOHN 
G. LYNCH, JR., February, 1. 

See “Scaling Methods” 


MEASUREMENT SECTION 


Measuring Customer Orientation of Salespeople: A Replication with 
Industrial Buyers, RONALD E. MICHAELS and RALPH L. DAY, 
November, 443. 

A national sample of purchasing professionals was used to rep- 
licate the SOCO scale with buyers assessing the customer orien- 
tation of salespeople who call on them. The results are almost iden- 
tical to those obtained when salespeopie assessed their own degree 
of customer orientation, except that buyers’ mean ratings are sub- 
stantially lower than salespersons’ mean ratings. 


A Test of Two Consumer Response Scales in Advertising, GEORGE 
M. ZINKHAN and CLAES FORNELL, November, 447. 

In the past, advertising researchers have built up, in an explor- 
atory fashion, multi-item profiles for measuring consumer response 
to advertising. Two of the most commonly used profiles, Wells’ 
reaction profile and Leavitt’s commercial profile, were developed 
this way. However, very little is known about the reliability, va- 
lidity, or predictive powers of the underlying structures postulated 
by these two profiles. The authors examine the hypothesized factor 
structure of the profiles, as well as their predictive validity with 
respect to attitude and purchase intention. The reaction profile is 
found to be consistent with its postulated structure whereas the 
commercial profile is not. The two profiles predict attitude toward 
the brand equally well, but the reaction profile is superior with re- 
spect to purchase intention. 


NEW PRODUCT RESEARCH 


A Model of Marketing Mix, Brand Switching, and Competition, 
GREGORY S. CARPENTER and DONALD R. LEHMANN, Au- 
gust, 318. 

See “Competition in Marketing” 
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Analysis of Purchase Intent Scales Weighted by Probability of Actual 
Purchase, GARY M. MULLET and MARVIN J. KARSON, Feb- 
Tuary, 93. 

The authors show how to incorporate actual purchase behavior 
data (usually from diaries) into the calculation of standard errors 
for making inferences about the proportion of purchasers from self- 
reported purchase intent. The case considered is for a single sample 
and two products, where interest is in the difference between the 
two groups in probability of purchase. 


Analytical Models of Competition with Implications for Marketing: 
Issues, Findings, and Outlook, JEHOSHUA ELIASHBERG and 
RABIKAR CHATTERJEE, August, 237. 

See “Competition in Marketing” 

Sources of Market Pioneer Advantages in Consumer Goods Indus- 
tries, WILLIAM T. ROBINSON and CLAES FORNELL, August, 
305. 

See “Competition in Marketing” 


ORGANIZATIONAL BUYER BEHAVIOR 


The Differential Effects of Exercised and Unexercised Power Sources 
in a Marketing Channel, JOHN F. GASKI and JOHN R. NEVIN, 
May, 130. 

See “Channels of Distribution” 


PRICING RESEARCH 


Analytical Models of Competition with Implications for Marketing: 
Issues, Findings, and Outlook, JEHOSHUA ELIASHBERG and 
RABIKAR CHATTERJEE, August, 237. 

See “Competition in Marketing” 


Competition, Strategy, and Price Dynamics: A Theoretical and Em- 
pirical Investigation, RAM C. RAO and FRANK M. BASS, Au- 
gust, 283. 

See “Competition in Marketing” 

Do Higher Prices Signal Higher Quality?, ETTAN GERSTNER, May, 
209. 

See “Brand Choice” 


The Effect of Advertising on Consumer Price Sensitivity, LAKSH- 
MAN KRISHNAMURTHI and S. P. RAJ, May, 119. 
See “Advertising and Media Research” 


REGRESSION AND OTHER STATISTICAL TECHNIQUES 


A Measurement Model to Assess Measure-Specific Factors in Mul- 
tiple-Informant Research, JAMES C. ANDERSON, February, 86. 
See “Measurement” 


Design Features of Forecasting Systems Involving Management Judg- 
ments, MARK MORIARTY, November, 353. 
See “Forecasting” 


Improving the Predictive Power of Conjoint Analysis: The Use of Factor 
Analysis and Cluster Analysis, MICHAEL R. HAGERTY, May, 
168. 

See “Forecasting” 


Iterative Partitioning Methods: The Use of Mapping Theory as a Clus- 
tering Technique, TERENCE A. OLIVA and R. ERIC REIDEN- 
BACH, February, 81. 

This article supplements the Punj and Stewart review article on 
cluster analysis that appeared in the May 1983 issue of the JMR. 
In particular, the authors look at the use of mapping theory as an 
iterative partitioning method of clustering. Both a numerical ex- 


ample and an empirical application are presented to help explain 
and demonstrate the technique. 


Testing the Exact Order of an Individual’s Choice Process in an In- 
formation-Theoretic Framework, WILFRIED R. VANHON- 
ACKER, November, 377. 

The author discusses an information-theoretic approach to testing 
the exact order of an individual’s brand choice process and com- 
pares it with alternative tests that perform a similar task. Special 
focus is on the relative statistical power of the various tests when 
limited choice sequences are available. Considering computational 
complexity and statistical power, the author suggests instances in 
which the information-theoretic test is preferred. 


The Determinants of Salesperson Performance: A Meta-Analysis, 
GILBERT A. CHURCHILL, JR., NEIL M. FORD, STEVEN W. 
HARTLEY, and ORVILLE C. WALKER, JR., May, 103. 

See “Salesforce Research” 


RESEARCH ETHICS 


Case Research in Marketing: Opportunities, Problems, and a Process, 
THOMAS V. BONOMA, May, 199. 

See “Experiment Design” 

The Threats to Marketing Research: An Empirical Reappraisal, STE- 
PHEN W. McDANIEL, PERRY VERILLE, and CHARLES S. 
MADDEN, February, 74. 

Excessive interviewing, lack of consideration and abuse of re- 
spondents, and the use of marketing research as a sales ploy have 
been identified as serious threats to marketing research. The authors 
investigate the extent of these practices, analyze apparent trends 
over an eight-year period, and make recommendations for market- 
ing research practitioners. 


SALESFORCE RESEARCH 


Communication Style in the Salesperson-Customer Dyad, KAYLENE 
C. WILLIAMS and ROSANN L. SPIRO, November, 434. 

The authors report a study designed to evaluate the use of com- 
munication style by salespeople and their customers. Using a par- 
adigm suggested by Sheth in which the communication styles of 
customers and salespeople are categorized as task oriented, inter- 
action oriented, or self oriented, they assess whether communica- 
tion styles are related to sales. They first develop scales to measure 
these styles and then test whether the styles affect the sales out- 
come. The results suggest that communication styles are a deter- 
minant of the success of the sales interaction. 


Some Unexplored Supervisory Behaviors ard Their Influence on 
Salespeople’s Role Clarity, Specific Self-Esteem, job Satisfaction, 
and Motivation, AJAY K. KOHLI, November, 424. 

The author investigates the influence of four unexplored super- 
visory behaviors on salespeople: arbitrary and punitive behavior, 
contingent approving behavior, upward-influencing behavior, and 
achievement-oriented behavior. One or more of these behaviors are 
found to have a significant impact on salespeople’s role clarity, spe- 
cific self-esteem, job satisfaction, and motivation to work. Certain 
findings are counterintuitive and suggest interesting directions for 
further research. 


The Determinants of Salesperson Performance: A Meta-Analysis, 
GILBERT A. CHURCHILL, JR., NEIL M. FORD, STEVEN W. 
HARTLEY, and ORVILLE C. WALKER, JR., May, 103. 

The authors use meta-analysis techniques to inv<stigate the evi- 
dence that has been gathered on the determinants of salespeople’s 
performance. A search of the published and unpublished literature 
uncovered 116 articles (the list of which is available upon request) 
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that yielded 1653 reported associations between performance and 
determinants of that performance. The results indicate the deter- 
minants can be ordered in the following way in terms of the average 
size of their association with performance: (1) role variables, (2) 
skill, (3) motivation, (4) personal factors, (5) aptitude, and (6) or- 
ganizational /environmental factors. When ordered according to the 
amount of the observed variation in correlations across studies that 
is real variation (i.e., not attributable to sampling error), the de- 
terminants rank as follows: (1) personal factors, (2) skill, (3) vole 
variables, (4) aptitude, (5) motivation, and (6) organizational/en- 
vironmental factors. To investigate whether the associations b- 
tween each of the categories of predictors and performance cowid 
be partially accounted for by the presence of moderator variables, 
the results were broken out by customer type, product type, and 
type of dependent measure used. The results indicate that the strength 
of the relationship between the major determinants and salespeo- 
ple’s performance is affected by the type of products salespeople 
sell. The authors discuss the implications of these findings for sales 
managers and researchers. 


Utilizing Effort and Task Difficulty Information in Evaluating Sales- 
people, JOHN C. MOWEN, JANET E. KEITH, STEPHEN W. 
BROWN, and DONALD W. JACKSON, JR., May, 185. 

Performance evaluation of salespeople is examined from an at- 
tribution perspective in a field study involving sales managers. 
Findings support the presence of an attribution bias. Effort signif- 
icantly influenced sales managers’ evaluations, but task difficulty 
had no measurable effect on performance appraisal. 


SAMPLING AND SURVEY METHODS 


A Measurement Model to Assess Measure-Specific Factors in Mul- 
tiple-Informant Research, JAMES C. ANDERSON, February, 86. 
See “Measurement” 


A Test of Reducing Callbacks and Not-At-Home Bias in Personal In- 
terviews by Weighting At-Home Respondents, JAMES C. WARD, 
BERTRAM RUSSICK, and WILLIAM RUDELIUS, February, 66. 

See “Interviewing Methods” 


An Assessment of the Mall Intercept as a Data Collection Method, 
ALAN J. BUSH and JOSEPH F. HAIR, JR., May, 158. 
Recently the mall intercept method of data collection has emerged 
as one of the most popular methods among market researchers. Lit- 
tle progress has been made, however, in empirically assessing the 
mall intercept approach. In an exploratory study, the authors assess 
the mall intercept by comparing it with telephone interviewing on 
response quality and nonresponse rates, as well as lifestyle char- 
acteristics and shopping behavior of the respondents. 


Efficient Screening Methods for the Sampling of Geographically 
Clustered Special Populations, SEYMOUR SUDMAN, February, 
20. 

Special populations for which no complete lists exist require 
screening, and screening costs may be large if the population is 
rare. If the population is geographically clustered, costs can be re- 
duced substantially by identifying zero segments quickly. Optimum 
procedures for screening under alternative data collection methods 
are discussed. 


The Threats to Marketing Research: An Empirical Reappraisal, STE- 
PHEN W. McDANIEL, PERRY VERILLE, and CHARLES S. 
MADDEN, February, 74. 

See “Research Ethics” 
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SCALING METHODS 


Analysis of Purchase Intent Scales Weighted by Probability of Actual 


Purchase, GARY M. MULLET and MARVIN J. KARSON, Feb- 


ruary, 93. 
See “New Product Research” 


Improving Measure Quality by Alternating Least Squares Optimal 


Scaling, NICHOLAS M. DIDOW, JR., KEVIN LANE KELLER, 
HIRAM C. BARKSDALE, JR., and GEORGE R. FRANKE, Feb- 
ruary, 30. 

PRINCIPALS analysis (principal components analysis by alter- 
nating least squares optimal scaling) provides an approach for im- 
proving the reliability and convergent and discriminant validity of 
measures used in marketing research. Given a set of items designed 
to measure a theoretical construct or conceptual dimension, PRIN- 
CIPALS rescales the original response categories of each item to 
interval-level measurement and maximizes their unidimensional 
communality. PRINCIPALS is complementary to the traditional ap- 
proaches for improving the measurement quality of scales used in 
marketing. The authors present the transformation in the general 
form, then illustrate it in two attitude research examples. The sta- 
bility of the results is also examined. In both examples the reli- 
ability and convergent and discriminant validity of measures based 
on the tripartite attitude model are substantially improved after 
PRINCIPALS rescaling. 


Uniqueness Issues in the Decompositional Modeling of Multiattribute 


Overall Evaluations: An Information Integration Perspective, JOHN 
G. LYNCH, JR., February, 1. 

The author reviews how methods developed within the infor- 
mation integration paradigm can be used to study consumers’ over- 
all evaluations of choice alternatives. Methods are presented for 
determining the adequacy of several common model forms used to 
represent overall evaluations: adding, multiplying, and multilinear. 
Often, more than one integration model can be reconciled with the 
data by altering one’s assumptions about the subjective values of 
the independent variables and about the relationship between pri- 
vate, unobservable overall evaluations and the overt numerical rat- 
ings that index them. Also, different integration models lead to pa- 
rameter estimates (e.g., part worths) of varying levels of uniqueness 
and interattribute comparability. Emphasis is given to pinpointing 
the sorts of evidence and experimental designs that enable one to 
distinguish empirically among alternative model forms and psycho- 
logical interpretations of the data—and, conversely, to what inter- 
pretations cannot be distinguished empirically—given only overall 
evaluations of a set of choice alternatives that vary along two or 
more attribute dimensions. Finally, the methods described are com- 
pared with model diagnosis procedures more commonly used in 
marketing and consumer research, including compositional corre- 
lational techniques and decompositional methods of conjoint mea- 
surement. 
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SEGMENTATION RESEARCH 


& 
Empirically Testing a Disaggregate Choice Model for Segments, 


DENNIS H. GENSCH, November, 462. 

All disaggregate multiattribute choice models contain the as- 
sumption that the population is reasonably homogeneous with re- 
spect to the aggregate parameters estimated by the model. The au- 
thor points out that one particular choice model, logit, has a structure 
that makes it particularly suited to test a data set for possible seg- 
ments. A real-world data set is used to illustrate a simple procedure 
for testing "¢ homogeneity assumption. The analysis provides a 
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warning that managers may easily derive suboptimal or counter- 
productive strategies if they fail to test this assumption. 


Improving the Predictive Power of Conjoint Analysis: The Use of Factor 
Analysis and Cluster Analysis, MICHAEL R. HAGERTY, May, 
168. 

See “Forecasting” 


Iterative Partitioning Methods: The Use of Mapping Theory as a Clus- 
tering Technique, TERENCE A. OLIVA and R. ERIC REIDEN- 
BACH, February, 81. 

See “Regression and Other Statistical Techniques” 


Measuring Consumer Involvement Profiles, GILLES LAURENT and 
JEAN NOEL KAPFERER, February, 41. 
See “Buyer Behavior” 


SOCIAL ISSUES AND PUBLIC POLICY 


The Threats to Marketing Research: An Empirical Reappraisal, STE- 
PHEN W. McDANIEL, PERRY VERILLE, and CHARLES S. 
MADDEN, February, 74. 

See “Research Ethics” 
STRATEGY AND PLANNING 

Competition, Strategy, and Price Dynamics: A Theoretical and Em- 
pirical Investigation, RAM C. RAO and FRANK M. BASS, Au- 
gust, 283. 

See “Competition in Marketing” 

Sources of Market Pioneer Advantages in Consumer Goods Indus- 
tries, WILLIAM T. ROBINSON and CLAES FORNELL, August, 
305. 

See “Competition in Marketing” 
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